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1. Executive Summary

The personalized solutions are highly emerging and expanding among consumers who are demanding useful
sources of immune and digestive health nutrition in the dynamic health and wellness market in India. Bio-Fit
is a new way of looking at probiotics with customizable blends of supplements using Al and DNA to
provide someone with exactly what their gut microbe needs. Bio-Fit uses cutting-edge DNA analysis,
microbiome science, and artificial intelligence, which together may counteract shortcomings of generic

probiotic supplementation and bring about finely tuned wellness benefits.

Our Go-to-market strategy would take into account key market drivers, regulatory issues and changing
consumer preferences in India. It will start with urban, health-savvy populations and first movers of ways to
apply personalized nutrition technology, using a direct-to-consumer subscription model with plentiful
scientific support, and open customer endorsements. Partnerships between Allied and diagnostic clinics,
health practitioners and wellness advancers will also add to the education of the marketplace and confidence
gained by the customers.

The credibility of the product is based on an integrated approach to regulatory compliance and data privacy
(GDPR/HIPAA), actual results, and easier communications, with consumers. The staged rollout in
metropolitan pilot sites and monitoring and tracking of customer acquisition, retention and health

improvements will allow us to maximize our expansion strategies in our plan.

Having established a strong foothold in nutrition through its snack portfolio, Bio-Fit has established itself as
a trusted brand that promises to take the Indian consumer health to a higher level by offering science-based,

and technology-driven and transparent nutrition that is individualized.

1.1 Bio-Fit’s Scientific Evidence:

The Gut Microbiome Science:

e The number of microorganisms in the intestine of a person is over 100 trillion, and it influences
digestion, immunity, and metabolism along with processes in nerves.

« Conditions such as IBS, obesity, diabetes, allergies, anxiety, autoimmune disorders, to name but a
few, are associated with imbalances in gut microbiota.

o Probiotics (friendly live bacteria) re-establish a balance through competitive exclusion of pathogens

and production of beneficial metabolites (SCFAs, vitamins), and they alter the immunity of the host.
3|Page




The on-going Probiotic Products can be improved or Limited as:
e Most commercial probiotics have no specific strain (e.g. Lactobacillus rhamnosus,
Bifidobacterium longum).
e Such universal preparations fail to consider the personal difference in the microbiome, diets,
genetics, and lifestyle of people.
o There is clinical evidence that probiotic activity differs greatly in different individuals and in

some it can demonstrate no effect.

Al-Powered Personalization
 Individual microbiome fields are given by metagenomic step-in (16S rRNA or WGS).Using
Al models the analysis is done on:
1. Microbiome composition (absent / in excess strains)
2. Host (blood sugar, lipid profile, immunization markers) biomarkers
3. Food & lifestyle data
Bio-Fit can customize or match the best probiotic strains and doses based on each individual using machine
learning. This precision nutrition methodology is underpinned by the emerging research demonstrating that
customized probiotics would work better than generic probiotic formulations in positively impacting gut

health and metabolic outputs.

Evidence backing personalized probiotics Scientifically Demonstrated:

e Zeevietal., Cell, 2015 The specific reaction of certain people to the content of blood sugar
was established with the help of machine learning models more effectively than the general
guidelines on diets.

e Asshown in Suez et al., Cell, 2018, the colonization of probiotics differs vastly within the
individual hence making personalization the most important.

e Kumar et al., Nature Medicine, 2020 - Personalized microbiome Vs Standardized Probiotic
intervention improved metabolism and responding immune.

e Clinical trials conclude that customized probiotic blends have potential in the management of

IBS, inflammatory related disorders and obesity.
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2. Situation Analysis : Probiotic Market
2.1 Global & Regional Market Size

o According to the current market, the global probiotic market has an estimated value of USD
60 billion in 2024 and this is expected to rise exponentially at a CAGR rate of 7-8% up to the
year 2030. North America, Europe including some of Asia-Pacific are the largest by volume but
the segment that is growing most rapidly is Asia-Pacific, more specifically India.

e The Indian probiotic market is checked at USD110 -130M in 2024 with 15+(CAGR)
projected over the upcoming five years as the country increases urbanization, purchasing power

and sensitivity to preventive health.

2.2 Industry Trends & Drivers
e The increasing popularity of digestive, immune, and metabolic health among the consumers
is enhancing the use of probiotics within the global population.
o Personalization: With Al, DNA testing and microbiome research, this is becoming a huge
trend, particularly in urban young professionals and wellness markets, in India.
o Home testing kits and DTC models are gaining acceptance and popularity because of
convenience and the growth of tech literacy.
e The key drivers in the market include functional foods and supplements with government

health demands and start-up companies.

e Challenges & Risks
e Regulatory barriers: Compliance measures need to be continuously made since the laws
regarding probiotics, genetic testing and health claims in India are evolving.

e Regulation: Probiotics, genetic testing and health claims should comply with new regulations
of India.

e Education gap: Majority of the Indian consumers remain ignorant about the pillar of
microbiome and personalization based on DNA.

e Data security: High level systems and transparentmanconsent processes will be required to
deal with sensitive genetic and medical information.

e Logistics: It is essential that live probiotics maintain their viability and that their quality

should be maintained in the last-mile delivery.
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2.4 Competitor Landscape
o Direct rivals: Indian and international DTC brands are entering personalised probiotics and
microbiome testing, and none have comprehensive technology or science-based rigour.
o Indirect opponents: Yakult, Amul, Danone and others are the major brands of mainstream
probiotics; Indian startups are personalization-driven but quite young.
o Differentiation: The Al-based DNA personalism and the scientific transparency of Bio-Fit

allows it to stand out among generic “one-size-fits-all” supplements.

2.5 Unmet Needs / Market Gap
e Urban Indians consumers are turning more into individualized, user-friendly and science-backed
nutrition products. They require simplicity and credible education around microbiome science and
probiotics that the consumer will understand. Both consumers, as well as health partners, are
demanding clarity in regulations and good data privacy. Majority of the existing products fail to

provide personalization, and this presents a niche that Bio-Fit can dominate.

2.6 Competition levels in India - Probiotics & Personalized Nutrition Industry
The GTM strategy of Bio-Fit requires the knowledge of the competitive environment. The Indian probiotic
and this new personalised nutrition market are educational with a mix of mature FMCG so players with new

digital-era disruptors..

1. Major Competitor Categories:-
A. Mainstream/Generic Probiotic Brands:

Yakult:
e The most well known brand in India, sold via the retail channel and marketed in the digestive

and immunity territory. Powerful education and partnership with pediatricians.

Amul:
« Indian dairy giant, retails probiotic milk, buttermilk in large quantities. Takes advantage of a

wide distribution and brand-trust.

Danone, Mother Dairy:
e Provides yougurts and probiotic soloutions in yougurts and drinks. Cheap and disposable.
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B. Nutraceutical & Supplement Firms:
GNC, Himalaya, Setu, HealthKart, OZiva:
e These offer capsules, blends, and powders—often generic formulations, limited
personalization, advertised online and offline.
C. Startup DTC/Digital Personalized Nutrition::
Habit, Bio resonance, Well versed:
o Startups that combine simple data-driven supplements, diet, and fitness recommendations; a
few becoming microbiome test providers..
GenoCell and Mapmygenome:
e Focused mostly on genetic/DNA-based wellness solutions but lesser known for probiotic
personalization as yet.
D. International Entrants:
e The US/Europe brands slowly expanding in India are regulated and there are price barriers..
2. Competitive Practices:
e Mass Media and Retail Dominance:
Yakult and Amul extensively market using extensive retail and advertising; they have low price
points; mass-market.
e Claims and Endorsements of Science::
They both mention the fact that their strains are also clinically validated, but few of them put any
serious investments into serious consumer education, and they proceed to offer transparent
evidence..
o Digital Health Integration:
Most DTC startups provide online wellness content and basic diet plans, but very few offer

integrated, Al-driven, DNA-based personalized probiotics at scale.

3. Strengths & Weaknesses in Current Competition:

e Strengths (Competitors):
o Brand trust (Yakult, Amul, Danone)
o Distribution strength (dairy/FMCG companies)
o Price accessibility (wide consumer base)
o Mass awareness campaigns

e Weaknesses (Competitors):
o Lack of true personalization (mostly “one-size-fits-all”)
o Limited digital innovation or DTC excellence (among mainstream brands)
o Scientific communication and data privacy are often not transparent

o New wellness startups have limited reach and credibility
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2.7 SWOT Analysis

Bio-Fit has strategically positioned itself, which is elucidated by putting down Strengths,
weaknesses, opportunities and threats as the company expands and penetrates the Indian market..

1. Strengths:

o Edge-Cut Personalization:

The product differentiation comes from analyzing the DNA microbiome with Al to create
probiotic blends tailored to individual needs.

e Scientific backing:

Bio-Fit relies on evidence-based formulas, protected technology, and clear results and benefits.

e Privacy of data :

Bio-Fit relies on evidence-based formulas, protected technology, and clear results and benefits.
e High-end brand appeal:

Cities lifestyle oriented, health friendly, technology oriented and having an attitude to pay higher
to innovate and measurable values.

e Direct-to-Consumer Model:

It is unlike the traditional retailing approaches because this model can be accessed conveniently,

can be learned fast, involves the customers and integration of feedback.

2. Weaknesses:

e High Cost of Acquisition:

Personalization, DNA testing, and methods driven by Al feature a greater upfront investment into
customer acquisition and can also cost more.

e Consumer Requirement:

DNA and microbiome science are so complex that it requires considerable spending on consumer
education to stimulate adoption.

e loss Awareness & Reach:

Its small entry-level, Bio-Fit has no visibility and retailing established presence of known FMCG
brands such as Amul and Yakult have.

e Complexity of Operations :

Bio-Fit will need to coordinate shipping tests, their analysis, and delivery of tailor-made

probiotics, and that workflow should be well controlled.
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3. Opportunities:

o Differentiation:

Bio-Fits DNA microbiome sheds a perfect light into the location where there exists a loophole in
the market consisting of using Al-powered DNA microbiome research, customized mixes, and
scientific strength. There are no mainstream Indian producers that deal with precision probiotics
on the holistic level with solid results and complete regulatory compliance.

e Trust & Education:

A combination of evidence-based health claims, explicit results, and guarantees on privacy can
help build consumer confidence with Bio-Fit to take advantage of the continued increase in
demand amongst urban, premium health seekers.

e Premium Positioning:

Focusing on technologically driven consumers who appreciate health innovation and
convenience, beyond the capacity of the mass-markets competitors

4. Threats:

e Regulatory Change:

Any modifications or strictening of health substitute supplement, DNA test or data appurtenance
laws might impede or complicate the growth strategies of Bio-Fit.

o Competitive Reactions:

In the event that Bio-Fit is successful, large FMCG and pharma brands have the potential to roll-
out copycat solutions or price undercut.

e Consumer Skepticism:

The vague/oversold scientific claims in the wider market may be generating distrust and Bio-Fit
will need to try harder before people can be convinced of their legitimacy.

e Supply Chain Disruptions:

Difficulties regarding the quality of the products, trait of samples, or last-mile delivery might

damage the image and profit.
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3. Strategy of Segmentation and Trends

The desirable segmentation strategy will help place Bio-Fit into competitive territory of Indian
probiotic market. By relying on industry reports, competitor moves (particularly Yakult) and the
most recent market trends, segmentation ought to capture demographic, geographic and

psychographic aspects.

3.1 Demographic Segmentation
1.Age:
Let’s be real—when it comes to probiotics, it’s mostly folks between their mid-twenties and mid-
sixties shelling out the cash. Guess it’s that classic combo of being health-aware and actually having
some disposable income (finally, adulthood pays off for something). In India, it’s the city-dwelling
millennials, gym junkies, and the hustle crowd leading the charge. They’re basically the guinea pigs

for anything promising better gut vibes.

2.gender:

Yeah, loads of people—guys and girls—are popping probiotics these days. That said, women
(especially the city crowd) seem kinda obsessed with gut health and staying ahead of health
problems. It’s like, every wellness influencer is talking about “prevention” and “digestive balance”

now. Can’t really blame them though; city living messes with your stomach.

3. Income & Education:

If I’'m being real, it’s the folks with cash to burn and degrees on their walls who get first dibs on
fancy health tech stuff. We’re talking high-income, well-schooled types—think city slickers with
gym memberships they actually use. Honestly, the crowd lining up for premium Bio-Fit gadgets?
That’s your urban middle-class and upper-middle-class squad, the ones who don’t flinch at dropping
extra dough on the latest wellness craze. They’ve got the spending power, and let’s be honest, they

want everyone to know it

4. Status and Lifecycle: The family:

Man, probiotic ads aimed at young professionals, gym rats, and parents freaking out about their Kids
catching every bug? Those folks eat it up. Seriously, just look at the numbers—nbig industries
everywhere (yeah, India too) are cashing in on this. People hear “immunity” or “gut health” and
suddenly they’re downing yogurt drinks like it’s some magic potion. Can’t really blame them,

though. The hype is real.
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3.2 Geographic Segmentation
e Urban vs. Rural:
Big cities in India—think Mumbai, Delhi, Bangalore, Hyderabad, Chennai—are basically the
hotspots for all things health and wellness these days. Folks there are way more into digital
health stuff and all that personalized nutrition jazz. Meanwhile, rural areas? Yeah, not so much.
People out there either haven’t heard about these trends or just can’t get their hands on this fancy,

tailored-health stuff. The gap’s pretty obvious, honestly.

e Region:

Probiotics have the best market penetration in metro cities and Tier-1 areas since they include
large markets, with wide range of diets and have easy access to DTC health brands. The areas
with high literacy levels, disposable income have been observed to do better with respect to
probiotic and functional food receptiveness.

3.3 Benefit Segmentation
* Health Digestive:
Yakult communicates to the benefit of consumers who are aware of the issues related to gut health,
constipation, and digestion problems.
* Immunity Booster:
There is messaging emphasizing improved immunity, and this is in accord with the values of the
whole Indian population.
-Family Positioning:
Mother and family appeals which will position the product as a safe everyday health drink to all
ages.
* Comfort and Palatable taste:
Offers a benevolent, drink-ready daily solution, which is easily integrated into the busy schedules in
life.
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3. Market Targeting

4.1 Main Target Market
e Technically savvy 25-45 year old urban professional, high health focus, living in her Tier-1
city. Such consumers are willing to adopt new health products, are highly digital and are also

scientifically literate.

4.2 Secondary Target Market:

e Women parents who are worried about family welfare, elders and those who are sensitive of
their health in the tier-2 cities.

A. The innovators and the early adopters:
e People who are actively involved in talking about health read/subscribe to well being

influencers.

B. Targeting the Channels:
e Education-first online marketing in retail online
e Partnership with health clinics and diagnostic centers

e These areas of wellness partnering are wellness influencers, content based outreach

C. Position Verus Competition:

e The low-priced mass brands compared to Yakult, Bio-Fit does offer real personalized
solutions, assisted with artificial intelligence (Al) plus DNA analysis and introduced as a

luxury and plausible science-based product.
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4. Product Brief & Offerings

Bio-Fit is basically your gut’s personal hype squad. Instead of tossing random probiotic pills at you
and hoping for the best, they use your DNA (yep, actual science-y stuff) to figure out what'’s
happening inside your belly. You spit or, well... you know, use the other end (hey, it's biology), mail
the sample, and their lab nerds analyze your microbiome with some fancy Al magic. The result?
You get a probiotic blend that’s basically made for your gut alone. It’s like a Tinder match for your
insides, but actually useful.

5.1 Key Features
o DNA-Based Personalization:
The customers get an at-home DNA collection kit (saliva or stool). To create an accurate portrait
of gastrointestinal indicators, they sample markers of important microbes and analyse them..
e Al-Driven Formulation:
Bio-Fits algorithms compare microbiome data with a database of proven effective probiotic
strains and create a customized supplement, suitable to meet the nutritional and health
requirements of the user.
e Science-Backed & Transparent:
The selection and suggestions of all the ingredients they use are based on clinical research and all
the science and research behind each blend is fully disclosed.
o Compliance & Privacy:
Thorough following of Indian/international ordinances (GDPR/HIPAA), encrypted data in transit
and user agreements, consent practices.
e Convenience & Support:
Easy-to-use Kit, delivery of the results through online dashboard, monthly delivery of
personalized supplements to the home, the possibility to contact customer support, and learning
materials that will help to demystify the science of gut health.
e Continuous Optimization:
The platform users can redo the tests, and enter new health information, get corrected

formulations as time passes.
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5.2 Customer Experience Journey
1. Order & Delivery:
Consumers order Bio-Fit kit online and the kit is delivered to their door.
2. Sample Collection:
Convenient, clean specimen-taking (salivary or stool) that is then sent back to be analysed.
3. Data Processing:
DNA and microbiome are sequenced; Al engine provides an explanation of findings.
4. Personalized Supplement:
Blend on a custom basis and shipment every month.
5. Follow-Up & Education:
Results are displayed, improvement guidance and tips are provided in the Dashboard,; the

communication with the user is also frequent.

5.3 Unique Differentiators
e The first of its kind in India integrating a combination of DNA, microbiome science, and Al.
Individualized, not averaged formulation individualizes itself to individual needs.
* High scientific and medical validation; and visible data privacy and compliances. It was

developed targeting the Indian urban, health-conscious, and internet-using consumers..

5.4 Product Brief

Bio-Fit is a personalized probiotic service focusing on India and is the next-generation. With the application
of powerful analyses of DNA, artificial intelligence, and microbiome research, Bio-Fit produces a special
blend of probiotics adjusted to the specificities of a particular customer based on the analysis of his gut
composition. The service is an integration of data-driven health and a direct-to-consumer strategy to provide
practical benefits to digestive health, immunity, and overall well-being.

The consumers use the Bio-Fit DNA analysis kit at home to provide a sample to be processed in a secure
way. The results are processed with proprietary Al algorithms that decipher the results and advice on the
inclusion of particular probiotics strains, backed by the most recent clinical research and worldwide
standards. Customer care in Bio-Fit will facilitate an interactive user interface whereby the customer is able
to interpret their results and health advantages easily which creates a sense of trust and transparency.
Bio-Fit closes the existing loopholes in the world of generic probiotics through its tailored product range,
extensive health educative content, and high data integrity levels, thereby becoming the perfect product in

terms of translation between health and technology awareness of the Indian population.
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5.5 Product Offerings
1. Personalized Probiotic Supplement Blends
o Every combination is made up into a bespoke blend depending on unique gut microbiome and DNA
profile.
o Strain selection is science-based, and centered on digestive, immune, and metabolic health.
e A monthly subscription that allows updating blend on a month to month basis as one health / lifestyle
changes.
2. DNA Analysis Kit
e Simple to use, home test, to collect a sample (saliva/stool, depending on the product development).
o Has palpable instructions and customer care support.
o Safe processing done in certified partner labs.
3. Health Reports powered by Al
e Individualized microbiome report outlining the health of a user gut and the interpretation based on
understandable terms.
o Scientifically plausible recommendations about diet, lifestyle modifications and probiotic
supplements.
4. Online Customer Portal
e Results viewing, subscription and health resources online dashboard.
e Learning modules in the areas of microbiome science and wellness.
5. Specialist Help & Advice
e On the spot access to well qualified health advisors on product enquiries, report explanations and
continual wellness coaching.
« Digital community, Q&As, and webinars to engage on a continuous basis.
6. Granted Access & Consent Management
o Adherence to GDPR/HIPAAIlike standards adjusted to India.

e Open disclosure and data usage, security measures.
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6. Marketing Strategy

6.1 Mission Statement:

To inspire sustainable change through the increased awareness, availability and uptake of individualized
health services based on innovative science and technology. The vision is to empower lives through
personalized nutrition and comprehensive well-being strategies with innovators, researchers, healthcare
providers, and the community. Having a mission to promote education, collaboration and responsible
innovation in all areas of the health industry, it helps people feel strong and society healthier.

6.2 Strategy Overview :

Marketing strategy of Bio-Fit is carefully thought out in the sense that it has to create trust with the
consumers and not only teach consumers about the potential benefits, but also speed up adoption of their
product in the market where health wellness has been changing rapidly. Using a combination of digital
outreach, a direct-to-consumer (DTC) model, strategic alliances and education, Bio-Fit aspires to become a

science-based, top-quality supplier of personalized gut health.

I. Brand Positioning and messaging

Marketing of the Bio-Fit is centered on a strong and relatable brand promise: Precision in Gut
Health Personalized Probiotics Tailored by Your Genes and Powered by Al and Science.
Such a message appeals to the urban techie consumer who needs science-driven edge, stat.
The messaging pillars address the focus on individual health results, scientific process
integrity, strict privacy safeguards and concrete consumer accomplishment tales. In this way,
Bio-Fit positions itself as an innovative and reliable body, appealing to the customers that

care about evidence wellness.

I1. Consumer Learning- Content Marketing

As is the complexity of microbiome science and genetic personalization, Bio-Fit does not
underestimate the need to reduce the complexity of these concepts among the Indian
consumers. Designed to spell out the science behind DNA and probiotics in non-technical
language, a wide array of content in the form of explainer blogs, engaging videos and
podcasts will be developed. Authority and credibility will be established by the expert
webinars, nutritionists, geneticists, microbiome experts will be included to guide the viewers,
and the recurring customer testimonials and success stories will create social proof and

genuine faith.
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I11. Digital & Social Media Strategy

Online presence: The online presence of Bio-Fit will be strong on those major platforms where its
target market can be found: Instagram, Facebook, YouTube, LinkedIn, Twitter, and wellness-focused
mobile applications and online community/forums. The partnership with the health, fitness, nutrition
and technology influencers with credibility will extend the outreach and authenticity. Targeting the
health- conscious markets in urban areas with paid media will be implemented in a way that utilizes
retargeting and lookalike audiences that will enable the most conversion at the most cost-effective
costs.

IV. Direct-to-Consumer (DTC) Online Marketing & CRM

Bio-Fit will be an SEO-optimized, content-driven, commerce focused site with interactive elements
to walk customers through the creation of their own probiotic blend and hassle free subscriptions.
Automated email and SMS marketing funnel will support the user having an onboarding process,
education, timely reminders, exclusive offers. Advocacy will be rewarded and retention fostered by
the use of referral incentives, loyalty programs and value added services upgrade to foster the growth

of the community and customer lifetime value..

V. Partnerships & Collaborations
Partnership will fast track the recognition of Bio-Fit into the market. The bundling of customer
offering will be assisted by partnerships with urban healthcare deliverers, diagnostic labs, and
nutrition consultants. Top-quality gyms, yoga, and sports clubs will be co-marketers, at least in the
urban metropolis. The corporate wellness system is a considerable point of growth that will directly
focus on businesses that will be actively investing in corporate health programs and individual

solutions.

V1. Public Relations & Thought Leadership

The following public relations efforts will be conducted by developing visibility and authority in the
industry by conducting proactive campaigns in digital health magazines, mainstream business
publications, and wellness sites. Speaking at health technology conferences, microbiome summits
and nutrition events will also present the opportunity to exhibit innovation. Also, scientific
publications and clinical trial results will back the effectiveness of Bio-Fit among the scientific and

medical communities.
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VII. Community Engagement

The long-term success of Bio-Fit comes by establishing the healthy and actively participating
community of users. User engagement will include constantly running group spaces on social
networking sites like Facebook and WhatsApp, and online events and Q&A with experts that allows
direct user interaction. Engagement experiences such as Gut Health Challenges will game ensure
engagement, promote consistency of the usage among the users and they will be encouraged to post
progresses which enhance word-of-mouth contagions and brand advocacy.

VIII. Performance Monitoring & Optimization
To monitor the constant optimization of marketing performance, such key performance indicators
(KPIs) as web traffic, conversion rates, subscribers, social media engagement, influencer ROI,
retention and Net Promoter Scores (NPS) will be monitored by Bio-Fit. The product and messaging
will be improved based on customer reviews and responses aggregations. Sharp A/B testing of online
content, advertising visuals and activities and onboarding processes will streamline campaigns to

make them more efficient and effective.
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7. Marketing Mix

The marketing mix also known as 4Ps offers the framework to convert the various product strengths and

market positioning to steps to become actionable when it comes to launching and expanding the company in

the Indian market.

1. Product

2. Price

e Individual Probiotic Formulation:

Artificial intelligence and DNA customisation provides science-based, personalised supplements
towards gut health.

o DNA Analysis Kit:

Discrete, simple to use kit delivered to the consumers home.

Confidential, easy-to-use kit shipped directly to consumer’s home.

e Health Insights:

Microbiome reports based on an Al that provide actionable well-being suggestions.

« Digital Platform:

Report, educational materials, expert advice in chat and community, access to reports,
subscription management.

e Quality & Safety:

Stress-performance that has been approved at international standards and national regulatory

measures; safe data management.

e Subscription Model:

Advanced technology, personalization, scientific validation at a Monthly/quarterly pricing.

o Serial offer: Introductory Offers:

Open with discount rates on first kits and package wellness consultations to get things rolling.

e Tiered Plans:

More expensive to get more of the benefits- more regular microbiome testing, advice tailored to
their diet.

e Payments Freedom:

Easy online billing, EMIs on high denomination bundle, easy explanation of billing.
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3. Place (Distribution)
o Direct-to-Consumer:
Internet-based ordering system to buy Kits, view reports and manage subscription.
« Digital Distribution:
Collaborations with well-known Indian e-pharmacy/wellness websites to increase more reach.
e Wellness Clinics, Diagnostic Labs:
Industrial strategic pilot implementations together with co-branded programmes with partners of
metropolitan medical.
o Logistics:

Seamless home delivery for kits, robust cold chain management to preserve product quality.

4. Promotion
o Education-First Content Marketing:
Blog-based articles, videos, webinars, video podcasts on gut health and personalized nutrition
with science-based evidence.
o Partners as Influencers / Experts:
Partnership with medical professionals, nutritionists and influential fitness/wellness experts in
India.
e Social Media Marketing:
Specific posts, reels, and interaction on Instagram, YouTube, LinkedIn, and wellness forums.
e« PR & Media Outreach:
Appears in major health, tech and lifestyle magazines and websites to establish authority and
credibility.
e Customer Testimonials & User Stories:
Use the actual performance and comments of customers to create authority and integrity.
e Referral Program:

Provide incentives to improve via word of mouth and community-based development.
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8. Financial Strategy
1. Market Landscape & Opportunity

o The Indian probiotics business is estimated to reach 2,070 crore in the year 2025; a business
that has doubled in the past 5 years with a compound annual growth rate of about 22 percent
(Economic Times, 2025).

e The current growth in the probiotics market is of the order of 15-16% CAGR or an enormous
growth of 134 Crores lakhs Indian rupees (Grandview Research, 2024) to 30 in the next decade.

e The demand increases due to the growth of health awareness, the epidemic of the number of
stomach-related diseases, and post-COVID immunity awareness.

e The size of the Al health-tech industry presently in India is projected to reach 66, 000+ crore
by 2025 and growing at an estimated rate of ~40 percent CAGR (NASSCOM, 2024).

e This Al + Personalized Nutrition + Wellness would make Bio-Fit a high potential disruptor.

2. Business Model & Revenue Model
DNA Testing Kit:
Probiotic Subscription:
e  Price: 2,500 per month (30,000 (every year) per customer)
Delivery:
e The home subscription packs are aimed at a microbiome profile.
Add-on revenue:
e Nutritional Guidance ( 4,000-8,000 INR).
e Medical diagnostic of advanced gut health.
e Couple wellness products.

e Core revenue driver Subscription model ( recurring and high-margin).

3. Unit Economic
e CAC (Customer Acquisition Cost): 2,500-3,000 (Heavy in marketing, which is balanced by
free DNA kit as acquisition vehicle).
e LTV (Customer Lifetime Value): 24,000 (Customer Lifetime Value) 30,000 (customer
lifetime value) (assuming average retention = 10-12 months).
e CAC.LTV =~ 8:1 (very healthy benchmark, sustainable).

e Gross Margins: ~60-65% (subscription recurring revenue).
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Budget Allocation:

% Estimated o
Category ) Justification
Allocation| Cost (INR)
Product o ]
[Development of Al personalization platform, formulation
Development & 25% %4.2 Crore ) )
labs, pilot runs, free DNA kit costs

R&D
[Regulatory & Approvals from FSSAI, CDSCO, 1SO, GDPR/HIPAA-

) 10% X1.7 Crore _ _
Compliance equivalent for data privacy
[Branding & Influencer campaigns, digital ads, educational webinars,

) 30% %5.0 Crore ) ]
Marketing customer testimonials
Sales & Subscription e-commerce portal, logistics tie-ups, retail

o 20% %3.3 Crore )

[Distribution pilots
Team & Hiring Al engineers, microbiologists, nutritionists, sales

) 15% X2.5 Crore
Operations team
Total (Year 1-2) [100% %16.7 Crore -

Revenue Projection:

Year | Active Subscribers | Avg. Annual Spend | Projected Annual Revenue
Year 1 {10,000 330,000 2300 Crore
Year 2 35,000 330,000 1,050 Crore
Year 3 100,000 330,000 33,000 Crore

Break-Even & Cash Flow

e Monthly Burn Rate: ~1.3 Cr (operations, as well as marketing heavy in Year 1).

e Break-even Point: 18-20 months with approx. number of active subscribers: 8,000-10,000.

e The Cash Flow Assumption: Powerful inflow due to subscriptions will counteract early

burn; free DNA kit will be included in CAC.
Risk & Mitigation
e Regulatory Risk: Compliance delays (FSSAI/CDSCO) — Early engagement with regulators

+ phased approvals.

e Consumer Education Gap: Complexity of microbiome science — Invest in content-driven

awareness campaigns.
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9. Conclusion

Using Al-powered personalisation + free DNA testing + a subscription-model, Bio-Fit will be shaping

the category in the highly competitive Indian probiotics market. The company may realize the investment of

16.7 Crore after starting its venture.

o Experiential gains Market leadership in personalized gut health sooner movers benefit Under

2 years break-even.

e Among its active subscribers there are 8000 to 10000 people First phase Monthly Burn Rate

of 1.3 Crore
e Gross sales of 3,000 Crore a year in Year 3..
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